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Abstract 
Purpose: This paper examines this issue by examining institutional publishing in six socially 
oriented marketing journals generally and then explores the performance within Asian 
institutions and those within Australia and New Zealand, in detail.  
 
Design/Methodology/Approach: Authorships of Journal of Macromarketing, Journal of 
Public Policy & Marketing, Journal of Consumer Affairs, Journal of Non-Profit and Public 
Sector Marketing, International Journal of Non-Profit and Voluntary Sector Marketing, and 
Social Marketing Quarterly, from 1999-2003 were tracked, by institution and nationality of 
school.  Results are reported for both number of authors and percent of authorship. 
 
Findings: There is a dominance of publishing by North American Academics within the 
social area.  Asia academics appear to be generally under-represented, based on the region’s 
size, although scholars in Australia and New Zealand perform relatively better than one might 
anticipate.  
 
Research Limitations/Implications: A review of socially oriented publishing performance 
by institutions in Asia identifies that socially oriented research appears to be a focus in 
Australia and New Zealand across a range of institutions, but occurs less frequently in other 
Asian countries. 
 
Practical Implications: Results are useful for understanding the role of socially oriented 
research among scholars in Asia and the Pacific.  While Australia and New Zealand have 
made marks in socially oriented research, it appears to be a potential “growth area” for 
marketing scholars in Asia and the Pacific. 
 
Originality/Value: This is the first paper to examine the role of geography in publishing 
among those interested in social issues in marketing. 
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Publishing in Socially Oriented Journals- The State of Play in Asia 
 
Background 
There has been an increased interest in the publishing performance of marketing academics 
generally (Bakir et al. 2000, Helm et al. 2003) and within given regions of the world, 
including Asia (Cheng et al. 2003) and the UK (Easton and Easton 2003). In addition there 
have also been interest in examining publishing performance within marketing sub-disciplines 
such as advertising (Henthorne et al. 1998), logistics (Hanna and LaTour 2002), industrial 
marketing (Ford et al. 2001) and sales (Moncrief et al. 2000). One rationale for exploring sub-
disipplines is that there is a recognition that one’s academic interest impacts on what is 
viewed to “count” or be important when evaluating research (Theoharakis and Hirst 2002). 
However, it is less clear how performance in sub-disciplines is necessarily viewed as 
compared to some generalised view of “marketing publishing” performance. For example 
educational issues in marketing, even within leading journals are seen to be less “valuable” by 
others not involved in the marketing education area (Straughan and Albers-Miller 2000). 
There is even less examination of regional performance within sub-disciplines.  
 
While publishing “performance” has been examined in a range of sub-disciplines, to date 
socially related publishing activity has not been examined, globally or within various regions 
(Polonsky and Mittelstaedt 2005). This area seems to be of growing interest with works on 
socially related issues (Wilkie and Moore 2003) appearing in mainstream journals. There 
have been a number of special issues of journals considering socially oriented issues, 
including: Journal of Marketing Theory and Practice (2004), Marketing Theory (2003), 
Californian Management Review (2005), Australasian Marketing Journal (2003) Journal of 
Business Research (2004), etc. In addition, there are a range of marketing focused journals 
with social issues as a core focus of the journals mission and there are other non-marketing 
socially focused journals that publish an extensive number of marketing papers.  
 
Wilkie and Moore (2003) have described a generally fragmented approach to the development 
of marketing issues, including “socially oriented” literature across journals. This 
fragmentation possibly means that understanding the discourse within sub-areas such as 
socially focused journals is even more difficult than for other research concerns in marketing. 
As such, better understanding of who and where ideas are generated would allow for a 
broader sharing of ideas and drawing in diverse perspectives from marketing works published 
elsewhere, as well as from within other disciplines. We believe that it is therefore important to 
understand publishing within socially oriented journals, which in turn may lead to developing 
strategies for enhancing interest and participation in the area, approaches to broaden the 
appeal, and the demonstration of the fact that individuals and institutions are making 
significant contributions within the sub-discipline. Within Australia and New Zealand this 
will be especially important given the governments impending research assessment exercise 
(Allen 2005). 
 
This paper examines this issue by examining institutional publishing in six socially oriented 
marketing journals generally and then explores the performance within Asian institutions and 
those within Australia and New Zealand, in more detail. 
 
Method 
The authorship of five years of articles (1999-2003) was examined, by institution. These were 
aggregated nationality, across six “socially focused” marketing journals. The journals were 
selected based on their mission statement indicating that the journal had “marketing and 
society” as their focus and similar approaches have been used in other studies of sub-
disciplines (Hanna and LaTour 2002, Ford et al. 2001).  The six journals included in this 
study are Journal of Macromarketing (JMM) the Journal of Public Policy and Marketing 
(JPPM), the Journal of Consumer Affairs (JCA), the Journal of Non-Profit and Public Sector 
Marketing (JNPSM), the International Journal of Non-Profit and Voluntary Sector Marketing 
(IJNVSM), and Social Marketing Quarterly (SMQ)1.  
 
We acknowledge that other journals might have potentially been included such as The 
Journal of Business Ethics, Journal of Social Issues and Journal of Health Communication; 
however, the focus of this study was on marketing journals. It is also recognised that other 
“mainstream” marketing journals also publish works with a social orientation. For example, 
the Journal of Marketing has published a number of such works (such as- Lichtenstein et al. 
2004 and Andrews et al. 2004) and there have also been special issues of other journals 
focusing on socially related topics (see introduction for some of these).  Thus, it is possible 
that the selection of journals could be a limitation with the work and the authors subjective 
judgements may have bias the journal selection process. It should be noted that most of the 
other examinations of publishing in sub-disciplines (for example, Henthorne et al. 1998, 
Hanna and LaTour 2002, Ford et al. 2001, Moncrief et al. 2000), subjectively defined sets of 
journals to be considered and also ignored works related to the sub-disciplines appearing in 
“mainstream” journals. 
  
The data analysis is descriptive and takes three forms. We firstly report on the publications of 
authors by country in which their institutions are based. This is designed to examine the scope 
of global interest for the socially oriented research. We then report on the publication patterns 
                                                 
1 It should be noted that complete records for SMQ were not available and thus only 3 years are presented. 
by journal; however, rather than focus on individual countries we have aggregated countries 
into 5 regions, North America, Europe, Middle East/Africa, Asia, Australia/New Zealand. We 
also provide summary information on the regional performance in socially oriented journals 
and six A-level journals over the same time period, to identify differences in publishing 
behaviour. The six journals identified as being “A” journals – Journal of Marketing, Journal 
of Marketing Research, Journal of Retailing, Journal of the Academy of marketing Science, 
Marketing Science and Journal of Consumer Research – have typically been the top ranked 
journals in other studies (Hawes and Keiller 2002, Theoharakis and Hirst 2002). 
 
Finally, we discuss the publication performance for all institutions in Asian and Australia/ 
New Zealand that published in one of the six socially oriented journals. To allow some 
understanding of “relative” performance of these institutions within the social area to broader 
publishing activities, we also provide institutional publishing data for the six “A” marketing 
journals.  
 
Data 
The data was collected by reviewing all articles published in the six social journals identified 
above and in the six A-journals identified above, between 1999-2003. We focused on 
academic articles and thus editorials, commentaries and book reviews were excluded from the 
analysis. Authors’ institution of affiliation (i.e. where they were based) was identified from 
the bibliographic information provided by each author in their article. For the purpose of this 
paper, we identified the specific university that academics were employed and then 
aggregated these across countries and regions. 
 
Institutional affiliation of authors was tabulated in two ways. First, the data was tabulated to 
reflect the contribution of each author to the article, with a sum of 1.00 points allocated 
between all contributors’ institutions. For example, if there were 3 authors from three separate 
institutions, each would receive .33. This represents the relative articles authored by 
academics’ at that institution, which were later aggregated nationally and regionally. In cases 
where an individual listed more than one affiliation their “score” was split between the 
nominated institutions.  
 
Secondly, the number of authors from each institution was simply counted. For example, if 
there were 3 authors from different institutions for one paper, each institution would receive a 
“1”. If more than one author was affiliated with the same institution, this institution would 
have been credited multiple times. In cases where an individual listed more than one 
affiliation their “score” was split between the nominated institutions. The process used does 
have the limitation that there was no control for individual authors, it also might reflect 
multiple works by one author. 
 
PLACE TABLE 1 HERE 
 
Analysis and Discussion 
Table 1 reports the aggregate research performance by countries across the six socially 
oriented journals examined.  It also reports the number of authors that this represents within 
each country (although this could reflect one or two productive individuals within 
institutions), the number of institutions where authors were based within each country and the 
relative number of articles authors by individuals within each country. The percentage of 
publications authored is also calculated. 
 
As can be seen from Table 1, authors’ institutions are based in 22 countries. Overall there 
were 881 “different” academic authors and they contributed 457 articles2. As might possibly 
be anticipated, US authors contributed the highest portion of articles within the journals 
(66.74%), followed by the UK (14.82%), Australia (5.96%) and Canada (4.19%). While the 
five of the six journals examined are US based it is still curious that the US has such a 
significant share of the publications. 
 
An examination of Table 1 sheds some additional light on this issue as it suggests that the 
“popularity” of socially oriented research within countries varies significantly. For example, 
looking at the top five publishing countries, it seems that while US authors were located at 
195 different institutions, this represented only 13.9% (i.e. 195/1398) of all US institutions. 
Whereas in the UK 37.70% (i.e. 40/106) were represented, Australia had 39.5% (i.e. 15/38) 
represented, Canada 34.5% (i.e. 20/58) represented, and New Zealand had 50.0% (i.e. 4/8) of 
all institutions represented in the area. In fact some countries that have lower publishing 
levels within these journals have an equally high or higher of dispersion of interest amongst 
national institutions. For example 100% of the Maltese institutions (i.e. 1/1) published in the 
area. Thus, while the US academics’ dominated the authorship of works, socially oriented 
works are not necessarily something that academics across US institutions are interested in. 
Focusing on sheer size of the nations contribution might therefore be slightly misleading. 
More research needs to be undertaken into why differences in interest within nations exists, as 
it might relate to differences in types of research emphasis or possible a perceptions that 
getting published in some journals is harder or easier than others (Rosenstreich and 
Wooliscroft 2005). 
 
                                                 
2 There were also 141 industry-based or government-based authors who contributed 100.67 articles. 
PLACE TABLE 2 HERE 
 
Table 2 reports on the publication performance of individual journals across five regions 
(North America, Europe, Middle East/Africa, Asia and Australia/New Zealand). As might be 
expected based on the national results, the overall authorship across journals is generally 
dominated by North American (i.e. US and Canadian) authors. The authorship rates vary by 
journal and North Americans dominate JPPM and JCA publications, they represent a 
moderately high proportion of for JNPSM, JMM and SMQ. However, US authorship is rather 
low for IJVSM, which is the only European based journal. European authors represent a high 
proportion of IJVSM, with moderate levels of publications in JMM, JNPSM and SMQ and 
low levels of publishing in JPPM and JCA. 
 
Authorship of articles is relatively low for Middle East/African authors across all journals. 
While Asian authorship is also relatively low, it is interesting that their highest level of 
authorship is in the JCA, followed by JMM and JPPM. The JCA, JMM and JPPM have been 
identified as “top” journals within previous ranking studies (Baumgartner and Pieters 2003, 
Mort et al. 2004). Australian/New Zealand authorship appears to be “highest” in the more 
specialised journals (JMPSM, IJNPVSM, and JMM) and is lowest in those focused on by US 
authors (i.e. JPPM and JCA).  
 
Table 2 would seem to suggest that socially oriented journals might be viewed differently by 
academics within different regions, which is somewhat consistent with views on journals 
more generally (Theoharakis and Hirst 2002). Future research might seek to determine if any 
differences in publishing performance are due to different types of emphasis in research 
(Polonsky and Whitelaw 2005). For example it might be suggested that JPPM and JCA have a 
more traditional consumer behaviour perspective, whereas JMPSM, IJNVSM and SMQ have 
a more applied focus, with JMM having a broader almost philosophical focus. 
 
Table 3 provides summary information for performance in socially oriented journals and “A” 
journals, which might provide some additional initial insights in variations in types of 
research within regions. As can be seen there is a wider dispersion across socially oriented 
journals, even though there is still US dominance. For Asia, the performance within socially 
oriented journals is almost half of what it is for “A” journals. This might suggest that work in 
this area is pursued less frequently than for other works and if these journals are seen to be 
less prestigious than this could possibly be one explanation. 
 
PLACE TABLE 3 HERE 
 
Table 4 provides a breakdown of the publishing performance of institutions within Asia, 
excluding Australia and New Zealand, which will be examined separately below.  As can be 
seen, in Asia there are only authors from 11 institutions across six countries that have 
published in any of these six socially oriented journals. The dispersion of countries itself is 
interesting as there were no authors from the two largest nations in the region China or India.   
 
In looking at these 11 institutions more general publishing performance, it appears that four of 
these institutions also publish in “A” journals. There were 21 other institutions in region who 
published in A journals but did not publish is socially oriented journals. The fact that only 11 
institutions published in socially oriented journals was rather surprising given the large 
number of universities within the region. For example, China -115, HK- 8, India – 213, South 
Korea – 113, Singapore - 3, and Taiwan - 19 (World of Learning 2005). Referring back to 
Table 1, the dispersion of interest in the social area within universities in Asian countries 
varies from 50% for HK (i.e. 4/8 institutions) down to 0.5% for Japan (i.e. 1/203 
institutions),3 suggesting socially oriented work is not necessarily equally appreciated in the 
region. 
 
Recent work by (Cheng et al. 2003) has identified that research within the Asia is widely 
dispersed across countries and universities. Several of the 11 universities in Table 4 were 
identified as “leading” Asian educational institutions by Cheng et al (2003). This makes the 
general lack of research in socially oriented works possible more curious, as one would 
anticipate that there would be a broad-based interest across specialised research areas, 
including socially oriented works. It might be that case that institutions that publish in “A” 
journals as well as socially oriented journals, do so because of the “size” of these institutions. 
That is these are larger vibrant research institutions that have a cross section of research 
interest. For the others institutions that are not active in publishing in A journals, it is unclear 
if socially oriented research is a core activity or an area of specialised interest by a few 
academics.  
 
PLACE TABLE 4 HERE 
 
From Table 3 it appears that Australian and New Zealand institutions performance is almost 
three times greater for socially oriented journals than “A” journals. We have not examined 
why this apparent difference exists. It does appear to suggest, however, that there is a greater 
success within the Australia/New Zealand in the socially oriented area.  The high perceived 
value of socially oriented research in Australia/NZ is also supported by Mort et al’s (2004) 
                                                 
3 Singapore 33% (1/3 institutions), South Korea 1.8% (2/113 institutions), Thailand 2.7% (1/37 institutions) and 
Taiwan 7.8% (1.5/19 institutions)  
ranking of journals that included both the JPPM and JMM in the top 20 journals within the 
region. The 2003 special issue of the Australasian Marketing Journal, the existence of an 
annual “Australasian Nonprofit and Social Marketing” conference and the fact that 2006 
Macromarketing conference in being held in New Zealand, would all further support the 
interest in this topic in the region. It is of course unclear if the value of socially oriented 
research is also highly valued by administrators or the government, who frequently are 
focused on the financial or business impact of research (Allen 2005). If this bias view exists it 
will mean socially oriented research will be under-valued in such many evaluations of 
research importance. 
 
PLACE TABLE 5 HERE 
 
Table 5 examines the overall performance in regards to publishing within Australia and New 
Zealand institutions for the socially oriented journals and also reports on their A-journal 
performance. Of the 44 universities operating in these two countries (8 NZ and 36 Australian) 
there are 19 Universities who have had academics publish in the socially oriented journals 
between 1999 and 2003. Only seven of these institutions have had academics publish in “A” 
journals during the same period. The socially oriented publishing would seem rather high with 
15 of the 36 (i.e. 42%) Australian institutions and four of New Zealand’s eight Universities 
(i.e. 50%) represented in this list and would appear to be higher than in other regions. As was 
discussed earlier in relation to Table 1, of the 1398 US degree-granting Universities and 
Colleges that exist (Carnegie Foundation 2004), only 195 had authors who published in one 
of the six socially oriented journals (i.e. less that 16%). 
 
An examination of the type of Universities publishing within the Australia and New Zealand 
(see Table 5) also supports a diverse set of interests. Although in almost all cases institutions’ 
publishing performance in the socially oriented journals is better than its performance in the 
A-journals over the same period. That is these institutions contributed 44% of all A journals 
authored and there were only five other universities in the region that published in A-journals, 
but did not publish in socially oriented journals.4  This might suggest that there are indeed 
different organisational research emphases that translate into research outcomes. However, 
there does still appear to be some diversity in interests within some institutions.  For example, 
there are three G8 universities and four older established NZ universities, both groups are 
often held up as being research leaders. It is however, also worth noting that there are four 
new generation Australian institutions also represented and two regional Australian 
universities. Socially oriented research might possibly therefore be something that regional 
and new generation institutions have better integrated into their charter (DEST 2002). 
 
Conclusion 
The results suggest that research into socially focused area is generally geographically diverse 
in regards to authorship, although dominated by North American academics. The performance 
in Asia within socially oriented journals appears to be rather narrow, reflecting publications 
from 11 institutions across six countries. It is unclear why the research activity in this area is 
so low. It might reflect some bias in terms of the research emphasis, that is, there may be 
greater emphasis placed on publishing in “prestigious journals” (Polonsky and Whitelaw 
2005). Alternatively it might relate to different development of disciplines, with there being 
more emphasis on more generalised research. 
 
                                                 
4 University of Melbourne, University of Auckland, University of Sydney, University of South Australia, 
University of Technology, Sydney 
For institutions in Australian and New Zealand there appears to be a greater activity in the 
socially oriented area as compared to the rest of Asia. The number of institutions across the 
two countries is more widely disperse. The success of publishing in this area is significantly 
higher than that of performance in “A” journals. It is however not clear that this is because 
there is a genuine belief that research in this area is deemed to be important, that this area is 
easier to publish in, or that there is a more well rounded research culture where all areas are 
researched. 
 
There are many avenues for future research globally and within specific regions. How does 
socially oriented research fit with an individual’s research focus, i.e. is it a core strength or a 
“hobby” topic of interest? How does the specific socially oriented research fit within Wilkie 
and Moore’s (2003) four phases of research within each country? Having specific types of 
academic interests might therefore also impact on suitable journal targets. 
  
The question of how this research is viewed within institutions is also worth considering. One 
would hope that socially oriented research, like all research (Shugan 2003) would be seen as 
valuable.  However, as has been suggested in other sub-disciplines, some areas are seen to be 
on the periphery of marketing, even when these works are published within mainstream 
journals (Straughan and Albers-Miller 2000). It is important to consider how this socially 
oriented research has impacted on other research within an institution. That is, would 
objective discourse on socially oriented topics translate into other taking these issues more 
serious as “academic” issues of interest? Might the discourse also result in others beginning to 
consider social issues in their research and teaching? The impact would be that discussion of 
social issues would expand within the literature and be integrated into works published in 
non-socially oriented literature.  These findings suggest that Asia does not appear to 
emphasize socially oriented research, where as Australia and New Zealand might have a 
comparative and competitive advantages in this area.  
 
Furthermore it is however unclear if the research assessment exercise in New Zealand or the 
foreshadowed Research Assessment Exercise in Australia will allow for specialist areas to be 
considered (Allen 2005) or the governments will focus on more generalised evaluations of the 
value of research. Will governmental bodies reward, specialised research in this area? If not 
will this result in a shift in research effort on the part of individuals and institutions? 
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Table 1: National Publication Performance in Social Oriented Journals  
 
Country 
Number of 
Universities In 
Countries* 
Population 
per 
University+
Number of 
Authors 
Institutions 
represented
Relative Articles 
Authored  
Percentage 
of all 
publications
TOTAL   1022  558  
CONSULTANTS & 
INDUSTRY 
  141  100.67  
Total ACADEMIC   881 311 457 100% 
Australia 38 528,947 64 15 27.23 5.96% 
Canada 58 565,517 41 20 19.13 4.19% 
Denmark  11 490,909 1 1 1 0.22% 
Finland 20 260,000 1 1 1 0.22% 
France 84 722,619 5 3 2.5 0.55% 
Germany  84 980,952 4 2 2.66 0.58% 
HK 8 862,500 7 4 2.75 0.60% 
Ireland  8 500,000 5 4 3.5 0.77% 
Israel 8 787,500 1 1 .33 0.07% 
Japan 203 627,586 1 1 1 0.22% 
Malta 1 400,000 4 1 2.33 0.51% 
Netherlands 20 820,000 4 3 4 0.88% 
New Zealand 8 500,000 7 4 4.83 1.06% 
Poland 28 1,371,428 1 1 .14 0.03% 
South Africa 19 2,331,579 3 2 1.5 0.33% 
Singapore 3 1,466,667 6 1 2.17 0.47% 
South Korea 113 428,318 2 2 .75 0.16% 
Spain 62 650,000 12 5 4 0.88% 
Thailand 37 1,767,568 3 1 1 0.22% 
Taiwan 19 1,205,263 2 1.5 1 0.22% 
United Arab 
Emirates 
5 520,000 1 1 1 0.22% 
United Kingdom/ 
Northern Ireland 
106 569,811 114.5 40 67.72 14.82% 
USA 1,398  211,516 589.5 195 305.27 66.74% 
 
* As listed on the World of Learning (2005) as “Universities” based on the individual country 
classifications, thus countries may list institutions differently (for example some countries list 
Polytechnic institutions as Universities and others did not. US figures came from the Carnegie 
foundation. 
 
+ Population figures were gathered from the Central Intelligence Agency’s World Fact Book 
(2005). 
 
Table 2: Journal performance by Region  
 
Journal  
 
 
 
 
 
 
 
Country 
Journal of 
Public Policy 
and 
Marketing 
 
 
Relative 
Articles 
Authored (%) 
 
Number of 
Authors (%) 
Journal of 
Non Profit & 
Public Sector 
Marketing 
 
 
Relative 
Articles 
Authored (%)
 
Number of 
Authors (%) 
International 
Journal of 
Nonprofit 
&Voluntary 
Sector 
Marketing 
Relative 
Articles 
Authored (%)
 
Number of 
Authors (%) 
Journal of 
Consumer 
Affairs 
 
 
 
Relative 
Articles 
Authored (%)
 
Number of 
Authors (%) 
Social 
Marketing 
Quarterly 
 
 
 
Relative 
Articles 
Authored (%) 
 
Number of 
Authors (%) 
Journal of 
Macro 
marketing 
 
 
 
Relative 
Articles 
Authored (%)
 
Number of 
Authors (%) 
Total 
Academic 
105 
241 
99.2 
184 
95.5 
171 
80.3 
177 
18.4 
26 
57.5 
80 
North 
America 
101 (96.2%) 
229 (95.0%) 
74 (74.6%) 
128 (69.6%) 
26 (9.3%) 
44 (25.7) 
73 (90.1%) 
159 (89.8%) 
14 (76.1%) 
20 (76.9%) 
36 (62.6%) 
51 (63.8%)  
Europe 
2 (1.9%) 
5 (2.1%) 
13 (13.1%) 
24 (13.0%) 
57 (59.7%) 
99 (57.9) 
1 (1.2%) 
4 (2.2%) 
3 (16.3%) 
4 (15.4%) 
13 (22.6%) 
16 (20.0%) 
Middle 
East/ 
Africa 
-  
- 
2 (2.0%) 
3 (1.6%) 
- 
- 
1 (1.2%) 
1 (0.6%) 
- 
- 
- 
- 
Asia 
1 (0.9%) 
4 (1.7%) 
1 (1.0%) 
1 (0.5%) 
- 
- 
5 6.2%) 
11 (6.2%) 
- 
- 
2 (3.5%) 
3 (3.8%) 
Australian 
/NZ 
2 (1.9%) 
3 (1.2%) 
11 (11.1%) 
29 (15.8%)
13 (13.6%) 
30 (17.5%)
1 (1.2%) 
2 (1.1%)
1 (5.4%) 
2 (7.7%) 
5 (8.7%) 
7 (8.8%)
Table 3: Regional Academic Contributions for Total Socially Oriented and A-Journals 
 
 Region Total Social Oriented Total A Journals 
North America 62.8% 84.75%  
South America 0.00% 0.05 % 
Europe 17.2% 9.38% 
Middle East/Africa 0.6% 0.90% 
Asia 1.7% 3.14% 
Australian/NZ 6.2% 2.27% 
 
Table 4: Publishing in Social-Oriented Marketing journals by Asian Institutions 
 
  Socially Oriented Total A-Journals 
Institution Country 
Articles 
Authored
Number of 
Authors 
Articles 
Authored 
Number 
of Authors
National University of Singapore Singapore 2.17 6.00 3.3 7 
Chinese University of Hong Kong HK 1.00 2.00 0.58 2 
Saitama University, Japan Japan 1.00 1.00 0 0 
Thammasat University Thailand 0.99 3.00 0.5 1 
Hong Kong Baptist University HK 0.75 3.00 0 0 
Hong Kong Polytechnic University HK 0.50 1.00 1.33 3 
Institute of Economics, Taiwan 0.50 1.00 0 0 
Lingnan University HK 0.50 1.00 0 0 
National Cheng-Chi-University Taiwan 0.50 0.50 0 0 
Pusan National University  South Korea 0.50 1.00 0 0 
Yonsei University South Korea 0.25 1.00 0 0 
TOTALS 
(Percent of total) 
8.66 
(100%)
21.5 
(100%)
5.71  
(20.39%) 
13 
(21.14%)
 
Table 5: Publishing in Social-Oriented Marketing journals by Australian and NZ 
Institutions 
  Socially Oriented Total A-Journals 
University 
Type 
Institutions Articles 
authored 
Number 
of authors 
Articles 
authored 
Number 
of authors 
Technology Curtin University 
of Technology  
5.25 17.00 
 
0.92 
 
3 
 
New 
generation 
Victoria University 
of Technology 
(Aus) 
3.00 
5.00 
 
0 0 
G 8 University of New 
South Wales 
2.50 3.00 
 
2.42 
 
4.5 
 
Regional  Deakin University 2.50 7.00 0 0 
NZ University of Otago 2.00 4.00 0 0 
G 8 Monash University 2.00 6.00 1.58 3 
Innovation  Griffith University 2.00 3.00 0 0 
G8 University of 
Queensland 
1.99 
5.00 
0 0 
New 
Generation 
Edith Cowan 
University 
1.83 
4.00 0.33 1 
NZ University of 
Waikato 
1.50 
2.00 0.33 1 
G8 University of 
Western Australia 
1.33 
3.00 2.17 4 
Regional University of 
Wollongong 
1.00 
2.00 1 1 
Innovation University of 
Newcastle 
1.00 
2.00 
0 0 
New 
Generation 
Southern Cross 
University 
1.00 
4.00 
0 0 
Innovation Murdoch 
University 
1.00 
1.00 
0 0 
NZ Massey University 1.00 2.00 0 0 
New 
Generation 
University of the 
Sunshine Coast 
0.50 
1.00 
0 0 
NZ University of 
Canterbury 
0.33 
1.00 
0 0 
Private Bond University 0.33 1.00 0.5 1 
 TOTALS  
(% total category) 
32.06 
(100%) 
73 
 (100%) 
9.25 
(44.05%) 
15.5 
(52.53%) 
 
